A New way of Sanitary Company by 黄嫦娥
  
学校编码：10384                                  分类号      密级        






硕  士  学  位  论  文 
 
我国卫浴行业自主创新之路 
——卫浴 OEM 企业的品牌化转型 
A New way of Sanitary Company 
黄 嫦 娥 
 
指 导 教 师 姓 名 ： 洪 锡 熙  教 授 
专  业  名  称 ： 工 商 管 理 ( M B A ) 
论 文 提 交 日 期 ： 2 0 1 6 年  4  月 
论 文 答 辩 时 间 ： 2 0 1 6 年  5  月 
学 位 授 予 日 期 ： 2 0 1 6 年  6  月 
答辩委员会主席：           



































另外，该学位论文为（                            ）课题（组）
的研究成果，获得（               ）课题（组）经费或实验室的资助，































（     ）1.经厦门大学保密委员会审查核定的保密学位论文，于   
年  月  日解密，解密后适用上述授权。 







                             声明人（签名）： 
 













摘  要 
I 
摘  要 
近年来，随着房地产行业的飞速发展，卫浴行业发展迅速。从 2010 年开始，中
国已经成为全球卫浴产品生产和销售的第一大国，卫浴产品在中国的销量约占全球
总销量的 30%。然而，在如此巨大的市场上，中国的卫浴企业仍旧以 OEM 业务为主，
中高端市场被国外品牌完全垄断。随着全球经济的一体化，卫浴 OEM 企业的低劳动
力成本优势逐渐丧失，企业的利润越来越薄。在此情况下，创建自有品牌，寻求长
期发展的新路径，成为卫浴 OEM 企业需要研究的重点课题。本文对卫浴行业 OEM
企业的品牌化发展问题进行研究，探索卫企业创建自有品牌的途径，为中国卫浴行
业企业的品牌建设出谋划策。 
本文所涉及的 X 卫浴公司是一家成立 20 年，拥有 4000 名员工的卫浴产品生产
商与销售商，其主要营业收入来源于为国际知名卫浴品牌的代工业务。该公司通过
OEM 战略成长到一定规模后，一直专注于创建自有品牌，并获得一定的成效。 
本文在研究卫浴 OEM 企业的品牌化发展战略时，以相关理论为指导，结合 X
公司的实践进行分析。首先，运用微笑曲线和价值链理论分析卫浴 OEM 企业品牌建
设的必要性；运用 PEST 分析法分析卫浴行业的宏观环境；结合卫浴行业品牌发展现
状分析卫浴 OEM 企业创建自有品牌的可行性。在此基础上，进一步分析卫浴 OEM
企业品牌发展模式，并从外部环境和内部条件两个方面来分析制约企业创建品牌的
各项因素，建立卫浴 OEM 企业自创品牌的理论模型。之后以 X 公司为案例，分析
该公司品牌发展的外部环境和内部条件，阐述 X 公司品牌创新之路的基础和战略，

















In recent years, the sanitary ware industry develop quicky in accordance with the 
rapid development of real estate industry. Since 2010, China has become the biggest 
manufacturer and seller of sanitary products in the world, accounting for about 30% of 
total global sales. However, in such a huge market, China sanitary enterprises still 
dominated by OEM business, while the high-end market is monopolized by foreign brands. 
Since the global economic integration, China sanitary OEM enterprise lost the advantedge 
of low labor cost, causing that profits become thinner and thinner. In this siutation, 
creating own brand and seeking a new path for long-term development have been more 
and more important for sanitary ware OEM enterprises. This paper does research about the 
branding of sanitary industry OEM enterprise, explores the way how to build own brand 
and gives some suggestions to sanitary OEM enterprise. 
X company is a sanitary company set up for more than 20 years. It’s manufacturer 
and distributor of sanitary products which has 4000 employees. X company is famours for 
it’s OEM business. For past 20 years the main revenue of X company comes from OEM 
business cooperating with international well-known brand sanitary companies. The 
company grew up from a small company by OEM business and now focuses on creating 
its own brand. 
When doing the research of the stragegy of building brand, this papar analyzes the 
related theory combining with the practice of X company. First of all, the paper use the 
smile curve and value chain theory to analyze the necessity of sanitary ware enterprises 
OEM building own brand; Secondly, the paper do analysis on industry macro environment 
by using the PEST analysis method and the status quo of the sanitary ware industry brand 
development to improve the feasibility of establishing own brand. And then, this paper 
does further analysis about the different modes that how sanitary ware OEM enterprises 
develop theiw own brand. Thirdly, the paper does research on the factors influencing how 
to build brand, which come two aspects of external environment and internal conditions. 
And then the paper builds the theory model of building brand of sanitary ware OEM 
enterprise basing on the factors above. Afterwords the paper takes X company as a case to 
analyze the it’s factors influcing branding from external environment and internal 















some related suggestions. Finally put forward suggestions for the brand development of 
similar sanitary ware OEM enterprises. 
 
















目  录 
第一章  绪论 ········································································ 1 
第一节  研究背景及动机 ··································································· 1 
第二节  研究的对象和意义 ································································ 2 
第二章  研究的理论基础及文献综述 ········································· 5 
第一节  微笑曲线 ············································································ 5 
第二节  PEST 分析法 ······································································ 7 
第三节  波特的竞争优势理论 ····························································· 7 
第四节  文献综述 ············································································ 8 
第三章  卫浴行业品牌现状····················································· 12 
第一节  我国卫浴行业宏观环境 ························································· 12 
第二节  我国卫浴行业现状 ······························································· 15 
第三节  卫浴 OEM 企业品牌发展现状 ················································ 21 
第四章  卫浴行业创新之路····················································· 25 
第一节  卫浴企业品牌发展模式 ························································· 25 
第二节  卫浴 OEM 企业自有品牌发展影响因素 ···································· 27 
第五章  X 公司自有品牌发展战略 ············································ 34 
第一节  X 公司介绍 ········································································ 34 
第二节  X 公司品牌发展外部环境 ······················································ 36 
第三节  X 公司品牌发展内部条件 ······················································ 43 
第四节  X 公司品牌发展 SWOT 分析 ················································· 47 
第六章  结论与建议 ······························································ 52 
第一节  X 公司品牌发展结论与建议 ··················································· 52 
第二节  卫浴行业 OEM 企业品牌化发展结论与建议 ······························ 53 
参考文献 ············································································· 56 
















Abstract ········································································· II 
Chapter 1 Introduction ························································ 1 
Section 1 Background and motivation of analysis ································ 1 
Section 2 Object and meaning of analysis ·········································· 2 
Chapter 2 Theoretical basis and document review ······················ 5 
Section 1 Smile Curve ·································································· 5 
Section 2 Pest analysis ·································································· 7 
Section 3 Potter’s theory of competitive advantage ······························· 7 
Section 4 document review ···························································· 8 
Chapter 3 The brand of sanitary industry ······························ 12 
Section 1 The macro environment of sanitary industry ························· 12 
Section 2 The developing situation of sanitary industry ························ 15 
Section 2 The brand situation of sanitary OEM enterprises ··················· 21 
Chapter 4 The New way of sanitary OEM enterprise ················· 25 
Section 1 The different ways of building brand ·································· 25 
Section 2 The reasons influence building brand ·································· 27 
Chapter 5 The strategy of X company building brand ················ 34 
Section 1 Introduction of X Company ·············································· 34 
Section 2 The external envenienment of building brand ······················· 36 
Section 3 The internal conditions of building brand ···························· 43 
Section 4 The SWOT analysis of X company development ···················· 47 
Chapter 6 Conclusion and Suggestion ···································· 52 
Section 1 Conclusion and suggestions to X company ···························· 52 
Section 2 Conclusion and suggestions to Sanitary OEM companies ········· 53 
Reference ······································································· 56 





























第一章  绪论 
1 
第一章  绪论 
第一节  研究背景及动机 
一、研究的背景及动机 







生产制造，即在所谓的 OEM 企业制造。① 
这些卫浴企业经过数十年的 OEM 生产，已使得中国成为全世界都关注的卫浴制
造生产基地。以全球十大卫浴品牌为例，几乎每一家都有产品或者产品核心部件是










OBM 竞争格局②。如何从 OEM 向 OBM 成功过渡，将是所有 OEM 企业必须面对的
课题。企业的经营能力、研发能力和市场营销能力将会影响卫浴行业的产业重组和
                                                        
① OEM 为 Original Equipment Manufacture 的缩写，意为原始设备制造商，即代工生产。  


















































































































第二章  研究的理论基础及文献综述 
5 
第二章  研究的理论基础及文献综述 
第一节  微笑曲线 
一、价值链理论 
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